
















































































































































































































ここで ，  と ，  について次の仮定を置く。まず先発企業は医師










































ここで（3）のように  と  の関係を設定すると
  （16）
  （17）











































る。医師に後発品処方を促すような政策はこのモデルでは  と  との差








 は次のような効果をもつ。（20）で  だけ  は小さくなるので  が大
きく後発品がシェアを獲得するのが難しいケースでも後発品は参入しやす














































































































































































































Mshare RelatPrice MarGrth AdvCapital
平均 0.142 1.864 －0.091 597.245
標準誤差 0.017 0.041 0.015 85.438
中央値（メジアン） 0.108 1.998 －0.101 362.818
最終値（モード） 0.000 1.597 ♯N/A ♯N/A
標準偏差 0.120 0.258 0.100 553.699
分散 0.014 0.066 0.010 306582.371
尖度 －1.087 0.265 14.973 －0.174
歪度 0.483 －1.011 3.167 1.085
範囲 0.375 0.902 0.640 1739.711
最小 0.000 1.250 －0.222 79.539
最大 0.375 2.152 0.418 1819.250
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What Explains the Market Share of Generic Drugs in Japan?
The Effect of a Policy Promoting Generics on the Innovative Branded
 Product and Its Generics within the “Pravastatin” Market
Takuma SUGAHARA and Tsuruhiko NAMBU
《Abstract》
This article examines the factors that determine the share of generic 
drugs in Japan’s pharmaceutical market. Under strong pressure to limit the 
cost of Japan’s national health care system, the government, in recent 
years, has introduced several policies to promote the use of generic drugs. 
Actually, the market share of generic drugs might be determined not only 
by the effect of such policies but also by the price gap that exists when 
these drugs are compared to brand name drugs, the good-will shown to a 
product, the amount of growth in the market for any particular therapeutic 
class, and so on. First, we outline our theoretical framework regarding the 
determinants of market share based on the relationships between branded 
products and generics, and estimate the determinant function of the 
generics’ share by using trading data covering all Japan from 2001 to 2013. 
Focusing on the area of hyperlipidemia, we investigate the share of 
generics within the “pravastatin” market, which has been dominated by the 
innovative brand name drug “mebarotin”. Overall, our results suggest that 
the government policy promoting generics has had a strong positive effect 
on expanding generics’ market share as has the difference in price between 
the generics and the branded product, but it is not observed that any good-
will towards generics that has been generated from a growing amount of 
medical advertisements has had any significant effect on the generics’ 
market share. 
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